This article sets out to investigate a comprehensive sociolinguistic profile of Sino-Anglo code-mixing in Chinese newspaper advertising in terms of typology and functions. Based on a corpus formed of 603 advertisements from three newspapers in Guangdong province in China, the writer categorizes Sino-Anglo code-mixing in the identified cases into insertional code-mixing and alternational code-mixing, identifies the positioning of mixed English and explores how mixing English into Chinese advertising discourses contributes to persuasiveness of advertising from textual and contextual perspectives by use of Markedness Theory. It is concluded that mixing English into Chinese newspaper advertising is an effective verbal strategy to reach the goal of persuasion by enhancing the semantic, rhetoric and contextual effects. Construction of identity through activation of language schema, screening out the target readers and mitigating the tone with consumers through euphemism are three main contextual functions. To study Sino-Anglo code-mixing can shed light on the understanding of dynamism of language situation in China and the relationship between language and society.
Introduction
In human communication, codes are employed as carriers of information. In some circumstances, especially in bilingual or multilingual speech communities, people use more than one code or mixed codes to communicate with each other. With deepening globalization nowadays, even in a monolingual society, code-mixing is common not only in daily conversations, but also in many other contexts such as job interviews, political speeches and mass media. It is also pervasive in China's newspaper advertising discourses. For instance, advertising slogans like " COOL HIGH !" ("The most attractive and cool phone number gives you the exciting expression of love!") and "
Best wishes for you!" (Perhaps there would be lots of opportunities for you to pursue if you didn't give it up. Best wishes for you!") often greet the readers' eyes.
Code-mixing, as a frequent phenomenon in bilingual and multilingual speech communities, more often refers to a mixing of different codes within a sentence and is also called "intrasentential code-switching", while code-switching is reserved for the alternation of codes across sentence boundaries (Myers-Scotton, 1989; Bokamba, 1989; Wardhaugh, 2000) . Muysken (2000) regards "code-switching" as "a rapid succession of several languages in a single speech event" and puts the emphasis on the dynamic process of the alternation of codes in oral communication, with the topic being possibly changed or not changed, while code-mixing is a switch of codes within a simple utterance without any associated topic change. The present article employs code-mixing as a cover term for all the phenomena that lexical items and other grammatical features of different codes co-occur in a discourse since a vast majority of the cases from the data are found to be intrasentential without any change of topic.
The mixing of two codes by itself follows certain patterns, and reveals interesting implications that are quite different from those obtained from the study of natural conversations. It is because while 'conversational language switching patterns…seem to be beyond the conscious control of individual speakers and often even contrary to their expressed language attitudes' (Fasold, 1984, p. 206) , mixing a foreign code in advertising is deliberate and intentional. Advertising discourse differs greatly from non-persuasive varieties mostly in that copywriters adopt all types of strategies to persuade the audience to buy the products advertised or at least impress them and make them bear the brand names in mind. "Persuasiveness refers to the function of drawing the attention of the audience and arousing the interests of them in favor of goods and services and urging them to take action to buy. In order to achieve this aim, the strategies adopted concern verbal messages and pictures (Verstergaard & SchrØder, 1995, pp. 14-48) . Mixing a foreign code is one of the verbal strategies. The study of "persuasiveness" of advertising language in this article is the study of how copywriters use code choice to help to reach this goal.
Literature Review

Oversea Studies of Mixing English in Non-Anglophone Advertising
Code-mixing has become a common practice in advertising, and there is a lot of oversea literature in this regard. Haarmann (1984) explored the mixing of several European languages like English, French, German, Italian, and Latin into Japanese advertising, with a view to unveil the advertisers' attempt to associate the advertised merchandise with an ethno-cultural stereotype about the speakers of the given language. Later in his research (Haarmann, 1985, pp. 109 ) on bilingualism in Japanese writing, he stated that, " the use of a foreign language is not intended to act as a means of verbal communication, but rather to provide the Japanese readership with a certain language requisite to appeal to people's emotion". Bhatia (1987 Bhatia ( , 1992 , after studying English in Hindi and European print advertisements and rural Indian advertising, showed that language mixing in advertising is not only motivated by formal or stylistic considerations but is also for their special appeal to the readers because of the beliefs they are associated with. For instance, English serves as a symbol of modern style and high technology, Sanskrit of a deeply rooted culture and tradition, Persian of royalty and luxury, and Hindi, the local language, of a shared social identity. Piller (2001, p. 164) , who investigated mixing English in German television and print advertising held that since English is the language of international communication, very few of the advertisements that use English are explicitly oriented toward specific English-speaking countries, but contribute to a social stereotype-cosmopolitan identity for the merchandise in most cases. Martin, in her PhD dissertation (1998) , summarized the image of America in France through an analysis of French advertising. Her later study (2002) proved that the discourse domains of English in non-Anglophone advertising differ from those of the English used in other contexts and identifies a cline of code-mixing of six categories in advertising according to the proportion of mixed English in French advertising. She also explored the socio-psycholinguistic effects of different categories in view of the linguistic features of advertising language.
In sum, most of the oversea research covers the mixing of different codes in different sociolinguistic backgrounds and elaborate on the ethno-cultural and psychological motivations as well as the structural patterns of code-mixing in advertising. Since every country are different in the linguistic context, it is essential to review the literature concerning the mixing of English in Chinese advertising in China.
Domestic Studies of the Mixing English in Chinese Advertising
Some researchers (Chan, 1993; Li, 1996 Li, , 2000 Luke, 1984 , quoted from Li, D. C. S., 2000 in Hong Kong have made great contributions in introducing new theories on Sino-Anglo code-mixing and exploring Hong Kong's bilingual and multilingual phenomena, almost all of which focus on Cantonese-English code-mixing. Other Chinese researchers (He, 1992; Yu, 2001 ) have studied Sino-Anglo code-mixing in different registers, but little attention has been paid to Sino-Anlgo code-mixing in advertising. Huang (2001) and Lü, Huang & Wang (2003) explored the mixing of three codes-Mandarin Chinese, English and Cantonese into Chinese print advertising. With regard to Sino-Anglo code-mixing in advertising, he categorized the data into alternational and insertional code-mixing and probed into the motivations for mixing English in Chinese advertising, i.e. to meet the needs of most consumers who are westernized and to discriminate readers with high English proficiency from those with lower English proficiency. Ye & Qin (2004) carried out a quantitative study of Sino-Anglo code-mixing in print advertising around Guangzhou. Based upon the analysis of 4752 advertisements from the three periods, they generalized the trend of code-mixing in different categories of advertisements and offered the patterns and the causes of such a phenomenon. Their contribution is to present the distribution of code-mixing for different categories of advertisements. Yang (2008) explores the pragmatic meaning of code-mixing in advertising language. Wang (2013) investigated a corpus of 300 advertisements with mix codes from popular newspaper, based on the theory of Markedness Model and found that the English codes syntactically fall into phrases, clauses and letters and that "e", "spa", and "PK" are the most frequently used English codes. Besides informing its target consumers of their goods or services, these codes play the socio-pragmatic functions by making the ads vogue, elegant, innovative, and eye-catching.
It is found that, as for Sino-Anglo code-mixing in Chinese advertising, there are still a lot to be explored based on the literature. Some foreign literature can be used for reference in Chinese co text. Firstly, the functional analysis from the sociolinguistic perspective could be further developed through a deeper and more systematical analysis with a view of the sociolinguistic context of China.
Secondly, it is possible that the lexical-grammatical pattern is somewhat related to the function. To be more specific, certain pattern of code-mixing in certain category of advertising claims certain function, which has not been explored by the previous researchers. Lastly, position of English in different parts of an advertisement could have some implications that they have not probed. (Note 1)
Research Questions, Method and Data
Research Questions
Based on the literature, author proposes the following research questions: 
Research Method and Data
The writer collects 603 advertisements of different categories with Sino-Anglo code-mixing in three leading newspapers in Guangdong province-Guangzhou Daily, Yangcheng Evening News and Shenzhen Economic Daily. In the first step, she generalizes the lexical-grammatical patterns of Sino-Anglo code-mixing in Chinese. In the description of typology, a rough distribution of each type and a distribution of mixed English in different part of an advertisement are also presented; and then the writer explores the functions of Sino-Anglo code-mixing inclusive of textual and contextual aspects. The unit of analysis is a single piece of advertising discourse. The writer holds that code-mixing cannot be adequately analyzed with only one approach. So in this article, the writer constructs a comprehensive framework to show a deeper insight into functions.
Pattern Analysis
Muysken's Model for Taxonomy
Based on two structural analyses-the Matrix Language Frame Model of Myers-Scotton (1993a) and Equivalence and Free Morpheme Constraint proposed by Poplack (2000), Muysken (2000, pp. 3) accounts for three patterns found in terms of general properties of grammar or different processes of mixing:
• Insertion of the material (lexical items or entire constituents) from one language into a structure of the other language
• Alternation between structures of different languages
• Congruent lexicalization of material from different lexical inventories into a shared grammatical structure.
And as for insertion, according to Myers-Scotton, code-mixing takes places within a frame set by the matrix language or the base language, in which an alien lexical or other linguistic constituent is inserted. And as for the identification of matrix language, Myers-Scotton (1993a, p. 60) said, "The matrix language is generally the language in which speakers have the higher proficiency" and "the matrix language is generally the more unmarked choice".
Data Analysis
All the cases identified from the data can be put into two categories, insertion and alternation, since no shared grammatical structures can be found from Chinese and English discourse in the collected data.
Insertion
In most cases, Chinese serves as the matrix language, with English as the embedded language. It is Chinese that projects the morph-syntactic frame for the entire sentence. Only in very few want ads is English the matrix language.
And the inserted English item could be a letter, a word, a phrase, a clause which is usually a short idiom, and
International Journal of English Linguistics Vol. 5, No. 5; 2015 even a discourse. Therefore, the insertional code-mixing could be subdivided into letter insertion, word and phrase insertion, clause insertion and discourse insertion.
1) Letter insertion
The inserted English letter is usually the short form of a certain English word or phrase. In Case 1, an advertisement for the mobile phone, "3D", the short form of "three dimensional" is inserted into the Chinese slogan to form a Chinese phrase "3D 环绕音效 (three dimensional multichannel sound)". In Case 2, 5A is the short form of OA (office automation), BA (building automation), CA (communication automation), FA (fire automation), and SA (safety automation). Therefore, the letters inserted most often are the short form of some phrases that are usually technical terms in English. In this sense, letter insertion in this case is just a variation of word insertion and phrase insertion. 2) Word and phrase insertion
Chinese advertising with English words and phrases inserted could be most frequently found in the data. 85% of 603 pieces of advertising contains word and phrase insertion. This result is quite different from the findings of Martin (2002, pp. 388-389) , who concluded that advertisements containing single English words are rarely found in French advertising in France. After the data analysis, it is found that the inserted words and phrases could be of the following three kinds:
a. company name ("TCL" in Case 3; "Gol" in Case 4; "DELL" in Case 5) or product brand name("Dimension TM 2400" in Case 5);
English company name or brand name occur in 323 of the total 603 advertisements collected(54%), most of which are names of foreign brands like Toyota, IBM, TNT, Anycall and DELL. But some are domestic company names, such as Lenovo and TCL. Although the Chinese versions of these brand names have been widely accepted by the public, the English versions are still preferred in advertising. A case in point is "TCL" in Case 3. Instead of "王牌" (Wangpai), the admen inserted TCL, the English form. Apart from company names, brand names or names of the model of product advertised, as in Case 4 and 5, is usually presented in English in Chinese newspaper advertising.
b. high-tech term ("IT", "CD" and "MP3" in Case 5); c. pop word ("high" and "show" in Case 5) and others ("DJ" in Case 5).
A long list of small English pop words have been found in data as inserted English, especially in the slogan, like "hot", "cool", "in", "OK", "party", "fans", "kawaii", "hit", "PK", and "DIY". Some of them have got the well-accepted Chinese equivalence. For example, "COOL" could be perfectly translated as " " (cool) and " " (fans). Even though, the English is used instead of the Chinese translation. 
3) Clause insertion
In the data with clause insertion, the inserted clause occurs as an advertising slogan either at the first beginning of an advertisement as in Case 6 or at the final end as in Case 7 or both as in Case 8. And this pattern is frequently identified in advertising discourses of automobiles, mobile phones and real estate. Vol. 5, No. 5; 2015 Great momentum Your special car THE VOLVE S80 2.5T gives you a new power to attain great achievement. ……Volvo S80 2.5T gives you an extraordinary driving experience of extraordinary achievement.
Volvo for life) 4) Discourse insertion
Discourse insertional code-mixing refers to the insertion of one discourse in one language or dialect into another discourse of a second language or dialect. In Chinese advertisements collected, basically the matrix language is Chinese and the inserted one is English. This type of insertion occurs mostly in real estate ads and want ads. In Cases 9, a more detailed description in English is inserted, following the concise Chinese version, complementing it with exoticism.
Alternation
According to Muysken, alternational approach views the constraints on code-mixing in terms of the compatibility or equivalence of the languages involved at the switch point. From this perspective, code-mixing is akin to the switching of codes between turns or utterances. In Chinese newspaper advertising, alternational pattern usually occurs in the form of Chinese-English equivalence, i.e. two distinct codes carrying the same meaning. What's worth mentioning is that in Chinese advertising very often the Chinese term is introduced first, followed by the English equivalence. This pattern contributes to the consumers' easy understanding of the key information. Vol. 5, No. 5; 2015 Security and Speed
This advertisement aims at publicizing Guangzhou Branch of Shanghai Pudong Development Bank. From the very beginning to the end, there is one-to-one relationship between Chinese and English.
Function Analysis
According to Verschueren (1999) , using language must consist of the continuous making of code choices, consciously or unconsciously, for language-internal and language-external reasons. Code-mixing is such a typical manifestation of code choice. And compared with other instances of language use, code-mixing is highly motivated and the intentionality involved in the performance is evident because it is often utilized by language users to realize some specific goals which cannot be approached through the employment of only one language or language variety. In this section, Markedness Theory will be used to explain how Sino-Anglo code-mixing contributes to persuasiveness of advertising language. Based on some relevant discussions of the previous researchers, the writer will explore textual and contextual functions of Sino-Anglo code-mixing in Chinese newspaper advertising discourse from a more comprehensive perspective.
Textual Effect
Semantic Effect
Gumperz (1982, p. 93) argues that code-mixing is more than a way of contrastively emphasizing part of a message; it contains a semantic value. When it comes to Sino-Anglo code-mixing in Chinese advertising, mixing English in Chinese advertising fulfils semantic functions as lexical gap filling. Since most foreign companies' names, technical terms and pop words have not received well-established translations in China, to use the original English ones will better fill the lexical gap and avoid confusion that different translations may result in. And under some other circumstances, English is used in advertising as a better choice of code when no appropriate or equivalent expressions can be found. For example, "hot" and "in" inclusively means very popular, cool and fashionable in English, while in Chinese we can hardly find one equivalent word. Besides, on certain occasions and topics, it is more convenient and explicit to use conventionalized English abbreviations instead of the Chinese translation. "IT", "CD", "DJ" and "MP3", as terms in science and technology, are abbreviations of information and technology, compact disco, and disco jockey. Topic of science and technology needs particular terminology for exactness of information and convenience of expression, and therefore it is actually very common for these terms to occur in English rather than in Chinese because topics are closely linked with the international market and thus the international language "English" is used here to make the expressions more exact and appropriate. These proper name, concrete nouns and technical terms help present hard facts and bridge the information gap. English makes the wording more precise and concise.
Rhetoric Effect 1) Rhyme
Sometimes copywriters prefer to use English letters or words to make the slogan rhymed, which may add to persuasiveness of advertising language. As stated previously, the slogan " Life. Live" ("Make my life live at any moment")in Case 11 makes the whole discourse more memorable since the English words inserted make the whole sentence rhymed.
Case 11
Life.
Live.
("Make my life live at any moment")
2) Alliteration Alliteration refers to the appearance of the same initial consonant sound in two or more words, such as "clean and clear". It is often used to give emphasis to words that are related to meaning. In case 12, two alliterations "Digital · Delight" and "Live in Love in" make the two slogans memorable. For the first one, the Chinese version " · " (A digital garden · unlimited pleasure) by itself cannot make it. Similarly, if the adman just uses " " (If you live in it, you will love it) instead of "Live in Love in" , the piece of advertising will become less impressive. 
3) Pun
In insertional Sino-Anglo code-mixing in Chinese newspaper advertising, a bilingual pun is a very interesting phenomenon. The phenomenon that an English expression which is homophonous with a Chinese target morpheme is punned into a Chinese syntactic frame is referred to as a bilingual pun. It is a rather interesting way to enrich the meaning of monolingual advertisements. Sino-Anglo puns are tightly constrained formally in that they require a highly conventionalized linguistic structure. And they are highly motivated semantically, rather than being based on random exploitation of homonymy. A majority of puns in the writer's collection occur below the word level-a syllable of a Chinese word is replaced with an English letter or word. For example,
Case 13 e (Have a date here, and the e-net will give you a passionate affection.)
In case 13, "e" inserted in the Chinese idiom " " (a passionate affection) can present the slogan in two ways. The first comes from the idiom " " (a passionate affection) which goes well with the dating program advertised. It implies this program gives you a platform for enjoying sweet dating and love. The second one is thus a profile of this program since it works through electronic communication and network. In Case 14, "phone" is consonant with " (feng)" in Chinese. In Chinese, " " (popular) can create the image of something widespread in large quantities and something enjoying high popularity. Thus the English word punned "phone" appearing in this advertisement indicates that the mobile phone is very popular, just like the wide-spread advertisement. With the English word "phone" inserted, the advertisement can kill the bird with one stone-gives prominence to popularity of Motorola phones as well as the advertisements.
To sum up, bilingual pun in Chinese newspaper advertising works perfectly for the advertising purpose-to attract attention, to arouse interest and more importantly, to make the product as well as the advertisement deeply carved in the consumers' mind, which is the core of persuasiveness of advertising language.
Contextual Effects
Construction of Identity through Activation of English Schema
Languages, other than conveying linguistic meanings, also carry with them extra linguistic messages. For example, certain values and social and historical background are usually attached to each language. Hence, language comes to be associated with particular attitudes or beliefs. This is what Markedness Theory indicates as "language schemas". These schemas include individuals' perceptions about the kind of people that speak a certain language, the situations and occasions when that language can be chosen, the topics for which the language is better suited, the beliefs of how the language may be perceived by others, and the meanings that may be communicated by choosing the language. Markedness Theory considers code choice as a way of communicating desired or perceived group memberships and interpersonal relationships. Markedness Theory explains the notion of language schemas (Luna & Laura, 2000, p. 45) , which are the sets of features or associations linked to a particular language. Certain codes or languages are associated with certain features, and speakers choose the language they will use by matching the language with the salient features of a particular www.ccsenet.org/ijel International Journal of English Linguistics Vol. 5, No. 5; 2015 event (Myers-Scotton, 1993b German-of high quality, industrial, and reliable;
Italian-good life as expressed through food;
Sanskrit-nationalism and traditionalism;
Arabian and Persian-something of Islamic background. (Bhatia, 1992) Mixing a foreign linguistic element into an advertisement may present consumers with a new language schema that is different from the previously activated language schema by the original language. In this sense, the mixed English words, phrases, sentences or discourses in Chinese newspaper advertising become marked and activate a different set of features associated with the English language-the English schemas. For instance, in the slogan of China Mobile in the promotion of M-zone, " COOL , HIGH " ("the most attractive cool phone number gives you the highest expression of love"), the mixed English pop words "COOL" and "HIGH" may activate the young consumers' association of fashion and romance from the English words in the Chinese context.
Explaining that mixing a foreign code activates language-specific associations, the writer argues that the aim of such language behavior in advertising copywriting is to construct identity of the advertiser and the potential consumers through activation of language schemas. Markedness Theory also suggests that individuals will mix other languages into their speech when they want to communicate certain social meanings or group memberships (Myers-Scotton, 1993b) . A marked element is recognized by the parties involved in the exchange as communicating a specific intended meaning. In other words, it is linked to a specific identity through this specific form of code. Linguists have long understood that language signals social identity. Bakhtin pioneered the idea that linguistic meaning cannot be understood without reference to speakers' and hearer's identities (Piller, 2001, p. 158) . In other words, linguistic meaning does not exist independent of identity. A lot of sociolinguists have also addressed themselves to the relationship of language and identity. "Language acts are acts of identity." (Le Page & Tabouret-Keller, 1985 , cited from Tabouret-Keller, 1997 . Language is taken as an external behavior, which identifies a speaker as a member of some group. Wardhaugh (2000, p. 110) claims that code-mixing allows speakers to assert power and express identities.
Based on all these assertions, the writer holds that code choice in advertising helps accomplish this task of constructing identities from two aspects: firstly, the copywriters use English to exhibit the advertisers' identity by activating its schemas; secondly, the copywriters accommodate the audience's psychology of belonging to a certain group or preserving certain kind of identity. Advertising is such an approach to gain this aim of identity construction or adaptation through the activation of language-specific associations.
Advertising helps us to make sense of things. It validates consumer commodities and a consumer life-style by associating goods with personal and social meanings and those aspirations and needs which are not fulfilled in real life. We come to think that consuming commodities will give us our identities. (Dyer, 1982, p. 185) Identities are established through the inserted English technical terms, brand names or company names, and English idioms. In fact, after analysis of a large quantity of advertisements, the writer finds that slogans or headlines that accompany the brand name or at the end of the body copy are better meant to encapsulate the identity or philosophy of a brand. Their status as an identity marker is also reflected in the fact that they often enjoy the same legal protection as the brand name and the trademark. Therefore, the language used in the slogan of an advertisement becomes the advertisement's "master voice"-the voice that expresses authority and expertise.
However, it is important to note that these associations are not necessarily with native speakers and the cultures of native English-speaking countries. The use of English has become a symbol of internationalism during the process of globalization. With wide use of English as a world language, English is indeed not used to link with an ethno-cultural stereotype of any specific English-speaking country, but a social stereotype-cosmopolitan identity for the products in most case. English is a symbol of a global being. Everyone wants to be perceived as a www.ccsenet.org/ijel International Journal of English Linguistics Vol. 5, No. 5; 2015 global competitor, and such a perception is best achieved through the use of English. The writer claims that it has become associated with a certain segment of Chinese society as it appears through advertising discourses: highly efficient cosmopolitan business elite and the future-oriented, pun-seeking and romance-loving city dwellers that enjoy good things in life. Such identity of consumers has been summarized from the selected advertising slogans in the data.
Mixing English to Screen Out the Target Readers
In some want ads for multinational corporations, the copywriters always employ code-mixing not only to imply advertisers' identities as a global competitors, but more importantly and practically, to hunt for the qualified personnel.
The mixed English discourse in Chinese want ads indicates requirement for good command of English from the potential candidates. Therefore code-mixing is not just a symbol of the identity of the company-a modern and internationalized corporation, but more importantly, is a sieving machine, which aims to select most competent and appropriate person for this vacancy. The reason why some job vacancies are in English while others are not is that more often English proficiency is a must to some jobs while at other times it is not necessarily asked for. In this way, code choice helps differentiate the requirements for English proficiency.
Mixing English to Mitigate the Tone with Consumers through Euphemism
In Chinese advertising discourses, some English expressions are used out of such purposes as saving the face of the potential consumers or softening the tone in the expression. In this sense, some English words or phrases for euphemism are inserted in Chinese advertisements. Euphemism is the substitution of a mild or vague expression for a harsh or unpleasant one. When it comes to a topic which sounds awkward or inconvenient to begin, the inference of a foreign code, as a way of indeterminate and ambiguous reference can help to soften harsh reality and mitigate the atmosphere. Unconsciously, it will shorten the distance between the consumers and advertiser. In this sense, English is a wise choice. As an indirect communication mode, mixing English as a substitute for certain Chinese expressions serves to improve the relationship between producers and consumers.
A case in point is the inserted English word "ED" in Case 15. It is the short form of "Erectile Dysfunction" with the Chinese translation " ". If this information is stated directly in Chinese, it will undoubtedly arouse the consumers' embarrassment and antipathy. 
Other Discussions
Why is English the Mixed Foreign Code?
English, as the most widely used language in the world, undoubtedly, plays an indispensable role in people's communication. Because of its close relationship and attachment to economy, code in economically advanced countries and regions tends to be more advantageous and superior to that of the less developed countries and regions. Therefore, English, as its close tie with high fast-developed economy and high-technology is of the top priority. As mentioned in World Englishes model, English is the foreign language in China. Although the language proficiency cannot be comparable to that of Chinese, English in China still enjoys a much more prestigious position than any other foreign language. More and more chances and opportunities are offered to those who are in good command of English. Under such circumstances, it is quite easy to explain why there exists Sino-Anglo code-mixing in Chinese adverting. It could be more persuasive to be interpreted from the interactional relationship of social code choice and personal code choice (Guo, 1999) . That is to say, when www.ccsenet.org/ijel International Journal of English Linguistics Vol. 5, No. 5; 2015 Chinese authority accepts, regulates and popularizes one code, the persons in this society would tend to choose this code in certain appropriate situations. And vice verse.
Which Pattern of Sino-Anglo Code-Mixing Occurs Most Frequently? In Which Part of an Advertisement? Why?
English mixed into Chinese advertising in the form of word or phrase is the most commonly seen type in Chinese newspaper advertising in the data collected. (Note 2) The positions in which the mixed English occurs most frequently are headlines or slogans that accompany the brand name at the first beginning or at the end of an advertisement and the technical terms inserted in the body copy.
Firstly, China is in the expanding circle of World Englishes Model, which indicates that English is taught and learned as a foreign language and the general English proficiency of the whole nation cannot be comparable to those in the outer circle and inner circle, though English is gaining influence and the number of English learners in China is increasing rapidly. Therefore, the acceptability of mixing long discourses is questionable. Secondly, the insertion of a headline or a slogan just after the brand name at the very beginning or at the end of an advertisement contributes to the identity construction in the Chinese advertising discourse as above.
Conclusion
The present article reports a research which exams Sino-Anglo code-mixing in Chinese newspaper from a sociolinguistic perspective. The writer offers a modified paradigm of code-mixing types on the basis of Muysken's model for typolgoy and explores the functions of code-mixing based on Myers-Scotton's Markedness Theory from two levels-textual and contextual levels with an eye to the nature of advertising language-persuasiveness. It is found that in Chinese advertising, there are insertional code-mixing and alternational code-mixing, with the former claiming the vast majority among the collected data. The inserted English are in the form of letters, words and phrases, and clauses; the alternational pattern is a paralleled Chinese-English format. Among all these lexical-grammatical patterns, word-and-phrase insertional code-mixing is the most frequently one, for English is only a foreign language in China. And thus the acceptability and proficiency of English in mainland China is not high enough to embrace too much English. From textual perspective, the mixed English occurs as letters, words and phrases to bridge the information gaps in Chinese advertising discourse; or compose rhyme, alliteration and puns to add to the impressiveness of the advertising discourse; from contextual perspective, the mixed English help to build up a global image of the advertisers and possible consumers, work as a screen machine to select the most qualified personnel and mitigate the tone with consumers through euphemism. All these textual and contextual functions can be subsumed into working for persuasiveness of Chinese advertising. As for the correlation of position of mixed English and function, it is possible that inserted English letters, words and phrases, and even clauses as slogans or brand names at the beginning or the end of the advertisements and alternational code-mixing works better as an identity indicator, while those inserted English discourses in want ads are more often taken as a screen machine to select the personnel with high English proficiency. And a few inserted English abbreviations in Chinese advertising can protect the consumers' face by avoiding the direct and explicit Chinese expressions that may hurt the consumers' feelings.
The findings contribute to the win-win situation of copywriters and sociolinguists. Firstly, Sino-Anglo code-mixing used in Chinese newspaper advertising illustrates that advertising is an unusually rich source of linguistic data which deserves special consideration and further exploration. Code-mixed advertisements provide a faithful and dynamic reflection of language contact and culture contact. Code-mixing in advertising makes linguists realize that the property or nature of language can be embodied and revealed from advertising, especially, from the mixing of codes in advertising. Apart from this, sociolinguists could get the trace of language contact and change from the most dynamic media and thus offer suggestions to the language policy makers. Secondly, the admen could get hints from the cases of Sino-Anglo code-mixing as regard to what should be mixed and how it is inserted in copywriting for different purposes. They could get enlightenment from the present study on how to use Sino-Anglo code-mixing as a verbal strategy for persuasiveness of advertising language.
